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ABSTRACT 
With the recent emergence of social commercethe future of e-commerce is changing. Web 2.0 has affected e-commerce, 
resulting in the emergence of a new concept known as social commerce. For a long time trust had been considered a 
challenge for both parties in e-commerce transactions, nowtrust is also challenging s-commerce. Drawing on the Technology 
Acceptance Model (TAM) we analyze trust, along with some of the constructs of social commerce which affect the intention 
to buy among individuals, by proposing and testing a Social Commerce Adoption Model (SCAM). This research gathers 
survey data and applies structural equation modeling (SEM) to analyze the data. The results show trust is influential in s-
commerce. The influence of trust is also strong on consumers’ intentions to buy. Limitations and implications are discussed 
in the end.  
Keywords  
Trust, e-commerce adoption, Social Commerce, s-commerce adoption, Social Commerce Networks, SCAM. 
INTRODUCTION 
Web 2.0 has increased communication between consumers using new channels such as blogs, social networks, social media 
and communities. It has also creatednew channels for firms to get in touch with customers.Customers are shifting their 
behaviour from being passive consumers of information to active content creators and shares in cyberspace. This new stream 
in e-commerce is known as ‘social commerce.’ Social commerce is a new concept which enables customers to have an active 
position in cyber space. We need to mention that the future of e-commerce is social commerce. 
However, the by-products of the proliferation of the Internet and expansion of e-commerce in the digital economy have been 
the creation of a sort of cyber deception and fraud (Grazioli and Jarvenpaa, 2000). This phenomenon has raised concerns for 
internet customers who are more likely to buya product based on deceptive pricing or quality. This is particularly worrying as 
social commerce platforms such as those using Facebook expand (Grazioli and Jarvenpaa, 2000). 
For a long time trust has been considered a challenge for both parties in e-commerce transactions, and now in s-commerce. 
Many authors believe that it is important to understand trust in economic exchanges and interpersonal behaviours (Gefen, 
2000; Mutz, 2005; Pavlou, 2003). 
In this research we are investigating the role of trust on social commerce adoption. We are trying to empirically test the 
emerging constructs of social commerce and their impact on consumer’s behavior.  
 
Figure 1.0 Social Commerce Adoption Model (SCAM) 
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THEORETICAL FOUNDATIONS AND THE MODEL OF RESEARCH  
Social Commerce 
The advancements in e-commerce, alongside the introduction of Web 2.0 in 2005, have created new business models for the 
digital economy. These models, based on capabilities of Web 2.0, have increased possibilities of communication among 
consumers by new channels such as blogs, social networks, social media and communities. Many business models such as 
B2C and C2C have undergone enormous change due to these developments. 
In this research we developedaSocial Commerce Adoption Model (SCAM) to address the adoption of s-commerce. There are 
six predictors for s-commerce as shown in Figure 1.0. The reason we selected these constructs is because according to the 
literature review they were predicted to be significant in understanding and explaining intention to buy in s-commerce. 
Research model and hypotheses 
A model is an approximation to, and simplification of, some feature of real life (King, Keohane and Verba, 1994). In this 
research we developed a Social Commerce Adoption Model (SCAM) in order to better understand the adoption of s-
commerce. There are six constructs for SCAM as shown in Figure 1.0. The reason we selected these constructs is because 
three of them – recommendation and referrals, forum and communities and rating and reviews – are s-commerce constructs. 
These constructs categorized by Fisher (2010), together with the others – trust, perceived usefulness and intention to buy 
according to the literature review – are significant in understanding and explaining the intention to buy in e-commerce and 
also now in s-commerce.  We selected recommendation and referrals, forum and communities and rating and reviews among 
s-commerce constructs as they are mostly growing with the expansion of SNSs. However, there is not empirical evidence to 
see the impact of these constructs on the adoption process.In order to keep theresearch narrowwe did not include social 
media, social shopping, social advertising and other s-commerce constructs in this study. 
Trust 
There is good justification for believing that trust is a major challenge for the expansion of e-commerce (Gefen, 2000) and 
now also s-commerce. Many authors believe trust, and specifically social trust, has become an important issue (Jackman and 
Miller, 1998; Paxton, 1999; Warren, 1999). Social trust is important, because it reduces “transaction cost” in business 
interactions (Mutz, 2005). It also reduces the tendency to monitor other parties’ interaction, and also for sanctioning systems 
as reliable (Mutz, 2005). Therefore, it is widely believed that establishing trust will promote economic growth.  
“Trust, in a broad sense, is the confidence a person has in his or her favourable expectations of what other people will do, 
based, in many cases, on previous inter-actions.” (Gefen, 2000). Trust, therefore, is a significant factor in economic and 
social communications involving reliance and ambiguity (Gefen, 2000). Additionally, trust is a major concern for online 
shops, which need to create a secure cyber environment for consumers. In fact, with the growth of social networking sites 
consumers have some concern when it comes topurchasing over the internet. Interaction with customers such as creating 
forums and communities will increase trust between businesses and consumers. However, the primary objective of this 
research is to find out how important trust is in the context of s-commerce. 
Social trust differs among people. According to research on social trust in the USA by Mutz (2005), for a customer who has 
never undertaken online shopping, increasing the level of social trust makes it more likely they will shop online. Similarly, a 
lower level of trust makes the customer less likely to shop online.  
Since customers need to have some interactions under such changeable conditions, which are more numerous in an online 
environment, they might apply different approaches to reduce this overwhelming density by methods such as trust (Gefen, 
2000). For this reason, trust needs to be considered as a priority for the social commerce adoption processes. In situations 
where people do not know each other, a high level of social trust can smooth the progress of exchange between them – 
creating growth in the economy due to reduction in transaction cost. 
Trust improves the efficiency of a society by facilitating coordinated actions (Putnam, 1993). Social trust facilitates 
expansion of businesses in the market by attracting more customers leading to economic growth. Many believe the market in 
a digital economy is based on reducing face to face meeting. Instead trust plays a key role in online interaction.  
Some authors such as Grazioli and Jarvenpaa, (2000) mention thatcertain advancements in Information and Communication 
Technology (ICT) have been used by companies to increase social trust within the marketplace and online shops while 
decreasing their risk perceptions in online behaviour. This includes deceiving consumers by building unreal trust, building 
methods and system of risk reduction (Grazioli and Jarvenpaa, 2000). This highlights the identity crisis in the IS research 
(Xiao and Benbasat, 2011) where new developments in e-commerce can even increase customer deception. This study uses 
trust as a foundation to test social commerce constructs. 
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Given the concerns and risks about e-commerce, we believethere is a significant relationship between trust and online 
commerce behaviour in a digital economy. Social commerce and emergence of Web 2.0 can help customers to reduce their 
risk and increase social trust. Applications on Web 2.0 like customer rating and review would be a good solution to overcome 
this barrier. Apparently, interactions among the connected users in Social Networks Sites (SNSs) increase trust 
(Swamynathan, Wilson, Boe, Almeroth and Zhao, 2008). Consequently:  
H1: User’s trust in s-commerce websites has a positive effect on the user`s intention to buy on SNS. 
Social Commerce constructs 
There is not enough literature about social commerce to date. S-commerce has a number of constructs such 
asrecommendations and referrals, forums and communities, ratings and reviews, social media, social shopping and social 
advertising. These are s-commerce constructsof social commerce in an e-commerce environment. In this study we 
hypothesize only three of themin orderto narrow downthe research. 
Companies use these constructs as a platform to communicate with customers, and to enable customers to communicate with 
each other, which becomes a new channel for CRM. They can use social commerce to increase sales and decrease marketing 
cost. 
Kumar, Novak and Tomkins (2006) examined the evolution of structure of the Yahoo! 360 and Flicker, which are examples 
of social networks. They discovered that although there are some isolated users and communities in these two social 
networks, there are also a large number of powerfully connected sections, which span the whole network (Kumar et al., 
2006). These communities will help customers to trust e-vendors. Consequently,  
H2: The user`s forums and communities in s-commerce have a positive effect on the user`s trust. 
By welcoming friends and other users to join and offer positive support, people in SNSs can increase their rating. Ratings 
were used in recent years by many e-vendors to attract customers and increase their sale. Web 2.0 technologies also give this 
tool to customers who recommend a product to other friends in cyber space. For instance, when a new product is tweetedby 
customers on Twitter, it is a form of recommendation for other users.  
With these interactions the level of trust will increase and consequently, sales will too (Swamynathan et al., 2008). Rating 
will also increase user satisfaction when they undertake a transaction (Swamynathan et al., 2008). This satisfaction is 
important for CRM and marketing strategies.  
H3: User’s rating and reviews in s-commerce have effect on the user`s trust. 
 
H4: User’s recommendation and referrals in s-commerce have effect on the user`s trust. 
Perceived usefulness  
“People tend to use or not use an application to the extend they believe it will help them perform their job better” (Davis, 
1989). This is perceived usefulness that was first introduced by Davis in 1989 and has been tested and validated by many 
researchers since 1989. Perceived usefulness along with perceived ease of use are two variables of Technology Acceptance 
Model (TAM), which is one of the most successful theories that can predict an individual’s intent to employ a technology. 
There are two core theories to test and predict an individual’s intention to utilize an information system (IS) (Mathieson, 
1991). These two theories are the TAM, introduced by Davis (1989) and the Theory of Planned Behaviour (TPB) which was 
introduced by Ajzen (1985). Perceived usefulness is an important element of TAM and has been tested and validated by 
many researchers.  
Han and Windsor (2010) examine the user’s willingness to pay on social network sites (SNSs). They used the new construct 
“perceived value of online connection” instead of perceived usefulness. They found a significant positive effect of the user’s 
perceived value of online connection on their willingness to pay other members of SNSs (Han and Windsor, 2010). 
Accordingly, it should be a significant variable in SCAM. 
H5: The user’s perceived usefulness in s-commerce websites has a positive effect on the user’s trust. 
  
H6: The user’s perceived usefulness has a positive effect on the user`s intention to buy on SNS. 
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RESEARCH METHODOLOGY 
Participants, data collection and descriptive statistic  
We targeted students, academics, social networking sites users and many different people across the world, mainly in the UK, 
US, Canada, and Iran. Their ages ranged from 18 to 90 years old. 
Data was collected by an electronic and paper questionnaire in November and December 2011. This was because we wanted 
to reducelikelihood ofsample bias. Before the main survey, a pilot with 30 students was used to make sure the questions and 
wordings were clearly understood by respondents. This pilot exercise was to debug the instrument (Bell, 2010). 
A large number of users were identified from various sources for the main survey. The design of Web-based surveys is 
flexible and can be beneficial in terms of the cost and time, especially with regards to the global research. The questionnaire, 
which was sent by email, requested people to participate in the survey. For this research we targeted student union mailing 
shots, world submit on the information society (WSIS) mailing shot, posting ads in social networking sites, asking friends to 
share the questionnaire, posting a news item about the survey in different communities and also giving 100 paper 
questionnaires in the UK. From these sources, which were almost 1000 people, were received 300 useable responses. Of the 
respondents of e-survey and paper questionnaire, 85 were men and 15 were woman with some missing value. In terms of 
demographic statistic the respondents were between 18-24 (50%) and 24-65 (%50).  
We used a Likert scale of 1= strongly disagree to 5= strongly agree to measure the data. 
Research design 
King et al. (1994) divide research design into four different constructs which are: research questions, the theory which will 
shape the research framework, the data, and finally the use of collected data. Usually these are not developing separately or in 
any preordained order (King et al., 1994). The primary objective of this research is to develop an adoption model for social 
commerce and testing the model by its constructs. To achieve this objective some research questions are posed, which are 
presented in Table 1.0. 
RQ1 Could the user’s trust influence their 
intention to buy in SNSs? 
RQ3 Could the social commerce constructs 
influence their trust? 
RQ2 Could the user’s perceived usefulness 
influence their intention to buy in SNSs? 
RQ4 Could the user’s perceived usefulness 
influence their trust in SNSs? 
Table 1.0. Research Questions 
Data analysis 
This research uses Structural Equation Modelling (SEM) in the data analysis, as other authors (Gefen et al., 2000) believe this 
approach has many advantages over other methods, for instance Multiple Regression. SEM is also good in terms of path and 
factor analysis; especially when we are looking for reliability and validity of a research outcome from different angles, which 
is available through this approach. In SEM approach we selected Partial Least Squares (PLS) method as this method has good 
advantages compared to others, for example LISREL. Whereas sample size is important in SEM, PLS is good for a small 
sample size research (Gefen et al., 2000) such as our sample of 300 people. According to Gefen et al. (2000) and Chin 
(1998), in PLS the minimum sample size needs to be 10 times the number of items related to the most complex variable or 
constructs. In the proposed model we have six constructs and three complex variables, which with a sample size of 300 is 
more than adequate for a proper PLS process. Moreover, PLS is also good for exploratory research (Chin, 1998; Gefen and 
Straub, 2004), which is the nature of this research. This method is also suitable for testing a new model and theory as it can 
be good for confirmatory and exploratory research (Gefen et al., 2000). Therefore, this method is used in this study in order 
to test proposed model (SCAM) and is an exploratory work. 
“PLS combines a factor analysis with multiple linear regressions to estimate the parameters of the measurement model (item 
loadings on constructs) together with those of the structural model (regression paths among the constructs) by minimizing 
residual variance.” (Gefen and Straub, 2004).With the help of PLS we are able to test validity of discriminant and convergent 
scales which is important when we test a new model. “Convergent validity is adequate when constructs have an Average 
Variance Extracted (AVE) of at least 0.5 (Fornell and Larcker, 1981).” (Wixom and Watson, 2001). 
Findings 
In this research we conduct an empirical study in order to validate the SCAM model and test related hypotheses. The 
constructs of this survey, including sources from previous research, are shown in the Table 2.0. 
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Q5. Promises made by SNSs are likely to be reliable  
Q6. I do not doubt the honesty of SNSs  
Q17. I expect that the advice given by SNSs is their best judgment 
Q7. I believe SNSs have my information safety in minds. 
Q8. SNSs give me an impression that they keep my privacy information safe.  














Adapted from J Cha 
 
Q9. Shopping services on the SNSs will be useful for me. 
Q10. Shopping services on the SNSs will make me more efficient. 












Intention to Buy 
Adapted from HAN, BOand WINDSOR, JOHN; Lu and Hsiao; D. Gefen and 
D.W. Straub 
 
Q14. I am likely to pay for fees to have speed dating on SNSs.  
Q2. I am likely to pay for the membership if SNSs start charging fees. 
Q3. I am very likely to buy books from SNSs. 












Recommendation and Referrals 
Adapted from HAN, BOand WINDSOR, JOHN 
 
Q11. I feel my friends` recommendations are generally frank.  
Q12. I feel my friends` recommendations are generally reliable. 
Q20. Overall, my friends` recommendations are trustworthy.  












Forums and Communities 
Adapted from HAN, BOand WINDSOR, JOHN 
 
Q13. I feel my friends on forums and communities are generally frank.  
Q1. I feel my friends on forums and communities reliable.  
Q22. Overall, my friends on forums and communities are trustworthy.  








Rating and Reviews 
Adapted from HAN, BOand WINDSOR, JOHN 
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Q15. I feel my friends rating and reviews are generally frank.  
Q16. I feel my friends rating and reviews reliable.  
Q24. Overall, my friends rating and reviews are trustworthy.  






Table 2.0 Sources of SCAM Constructs 
Reliability 
Reliability in a survey is the stability of the measures it uses (Sapsford, 2007). The aim of this is to seek constant results in 
repetitive measurement. To measure reliability of this research we tested the internal consistency, which can be calculated by 
Cranach’s alpha. Since Cronbach reliability coefficients need 0.70 or higher, this research has the value of Cranach’s alpha 
0.92, greater than 0.70, as shown in Table 3.0 which indicates adequate internal consistency.   
Moreover, to improve the reliability of the test, we amended the questionnaire after the pilot test, as the check for reliability 
of the research depends on piloting of the instrument and question wording (Bell, 2010). These two types of reliability tests 





Alpha Based on 
Standardized 
Items N of Items 
.920 .921 25 
Table 3.0. Reliability Statistics 
Validity 
As this research is exploratory work in a new stream in e-commerce, called social commerce, it probes an area which is not 
well understood. Validities stressed on content validity and construct validity with initial factorial tests (Straub, Boudreau and 
Gefen, 2004). For reliability test researcher should go for internal consistency (Straub et al., 2004). An overview of PLS 
quality criteria is shown in table 4.0, which we will discuss as follow.  
  AVE Composite Reliability R Square 
Forums and communities  0.625610 0.869457   
Intention to buy 0.503450 0.795209 0.349637 
Perceived usefulness 0.808417 0.926768   
Ratings and reviews  0.695381 0.901147   
Recommendations and referrals 0.642918 0.876647   
Trust 0.533284 0.872329 0.350912 
Table 4.0.PLSQuality CriteriaOverview 
Content validity 
In content validity we are looking for a way to make sure that the questionnaire measures are drawn from all potential 
measures of material under investigation (Straub, 1989). To have a high content validity we undertook a substantial literature 
review in the area of social commerce and piloted it on 30 students. Moreover, some of the constructs – perceived usefulness, 
trust and intention to buy – are taken from existing literature and have been frequently shown to demonstrate evidence of 
strong content validity. Noticeably, constructs drew their items from different validated sources, which improved the validity 
of this research in regards to the measurement of the constructs. However, we also considered Face validity of the research by 
simply showing the survey to untrained people to make sure questions are understood by respondents. We conducted the 
main survey after these steps.  
Construct validity 
Construct validity can be checked by discriminant and convergent validity (Chin, Gopal and Salisbury, 1997). To test 
convergent validity, as mentioned above, we considered AVE which should be at least 0.5 (Wixom and Watson, 2001). We 
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used PLS as recommended by Gefen and Straub (2000). According to the results of PLS quality criteria overview, AVE in all 
constructs is more than .5, and we concluded that this research achieved this criteria. 
As Gefen and Straub (2000) recommend we performed PLS for discriminant validity demonstrating the construct 
correlations. According to Gefen and Straub (2000), there is not an exact threshold to apply for discriminant. Instead they 
offeran example: “if one of the measurement items loads with a 0.70 coefficient on its latent construct, then the loadings of 
all the measurement items on any latent construct but their own should be below 0.60”. This is shown in Table 5.0 and we 
can conclude that this model has discriminant validity. 








Rating and Reviews Trust 
FC1 0.777453 0.357318 0.218930 0.685604 0.617724 0.277282 
FC2 0.745523 0.367856 0.276503 0.502221 0.505456 0.331674 
FC3 0.868737 0.254413 0.256140 0.717294 0.719557 0.308857 
FC4 0.766484 0.304341 0.216186 0.619831 0.724306 0.324827 
IB1 0.162779 0.535121 0.305098 0.161082 0.184032 0.251126 
IB2 0.263352 0.562006 0.171481 0.183732 0.186449 0.217292 
IB3 0.324577 0.826267 0.438191 0.256210 0.274848 0.398920 
IB4 0.375362 0.853743 0.549221 0.325008 0.357667 0.395678 
PU1 0.260240 0.522126 0.878864 0.273092 0.268025 0.445855 
PU2 0.239656 0.473645 0.917013 0.275178 0.258715 0.482515 
PU3 0.326298 0.512527 0.901076 0.406544 0.387334 0.526695 
RE1 0.605247 0.261141 0.295945 0.840370 0.598718 0.285619 
RE2 0.613124 0.300964 0.232508 0.840390 0.635611 0.283503 
RE3 0.686004 0.368572 0.380314 0.867213 0.770467 0.363310 
RE4 0.648825 0.117680 0.204416 0.738071 0.618167 0.248148 
RT1 0.567784 0.375516 0.272579 0.661001 0.801502 0.256269 
RT2 0.609617 0.314438 0.282947 0.665217 0.822111 0.226258 
RT3 0.745387 0.280373 0.304525 0.756238 0.890414 0.316080 
RT4 0.742955 0.282227 0.278184 0.663001 0.818788 0.357053 
T1 0.370845 0.481089 0.429945 0.235182 0.217794 0.794952 
T2 0.218833 0.330828 0.449811 0.177167 0.198196 0.746591 
T3 0.360975 0.316004 0.402342 0.385134 0.404671 0.714908 
T4 0.149101 0.326308 0.297165 0.152082 0.150948 0.704394 
T5 0.197820 0.229500 0.330616 0.276804 0.205061 0.660125 
T6 0.371545 0.297763 0.429263 0.399640 0.363915 0.753210 
Table 5.0 Cross Loading 
Results  
With the SEM approach and the aim of PLS method test results are shown in Figure 1.0. The model validity is assessed by R 
square value and the structural paths (Chwelos, Benbasat and Dexter, 2001). To do this we performed bootstrapping to test 
the statistical significance of theconstructs path coefficient by means of t-tests. In this model ratings and reviews, 
recommendations and referrals path coefficients to their causal links are not significant. However, other constructs, forums 
and communities, perceived usefulness and trust are significant and the finding supports their hypothesises at p<0.05 level. 
This is indicated in Figure 1.0 with the t- values. Table 2.0 also shows the R squares and indicates that almost 35% of the 
variance in the intention to buy was accounted by the constructs in SCAM. It means intention to buy was, as hypothesized, 
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affected by perceived usefulness and trust. Trust also has a good R square and means that 35% of the variance in this 
construct was accounted by one of the social commerce constructs and perceived usefulness. This component is Forums and 
Communities.  
 
Figure 2.0. Social Commerce Adoption Model (SCAM), PLS Structural Model 
Manipulating data 
As we were not expecting two social commerce constructs, (recommendation and referral and rating and review), to be 
insignificant in this model, therefore, we tested the model without data collected from developing countries to make sure the 
digital divide is not affecting the model. However, these two constructs still had lower t-value than 2, which means these two 
are not significant in this model. The new model is shown in Figure 2.0. The R square changed for Trust to 32% and intention 
to buy to 36%, which also slightly changed when we took out developing countries data. In a different place we need to 
discuss the results from developing countries because R square and significance level have different results. We believe it is 
affected by the digital divide in developing countries.  
DISCUSSION, LIMITATIONS, IMPLICATIONS AND FUTURE RESEARCH 
Implications for researchers 
There is limited research in the area of social commerce which this study seeks to redress. This study proposed a new model, 
which can be extended by other constructs. It is the first adoption model for social commerce. This research shows that at 
least one social commerce component is influencing trust and the consequent intention to buy among users. The variable trust 
is shown to have a strong influence and its effect is significant in reassuring consumers in s-commerce. Accordingly, the 
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Figure 3.0. SCAM 
Implications for Information Systems 
The bases of the model proposed in this research are IT adoption and literature in areas such as PU and intention to buy or 
trust, which together highlight the key role of ICT in the behaviour of online customers. This would be a development for e-
commerce adoption models and the results signify that IS has a reference discipline for the behaviour of online consumers. 
The lack of attention to the importance of IT and IS is an issue in marketing. Now customers are interacting with ICT 
advancement in e-commerce and new platforms. This has highlighted the new role of IS in management and attracted 
practitioners to look at IS froma managerial angle. Moreover, the fact is that in the near future, with the development of Web 
2.0, the role of IS would become more important in predicting online consumer behaviour. 
Implications for e-commerce and s-commerce research 
Much research in the area of e-commerce adoption uses TAM. This research built on previous TAM research introducing a 
new model of social commerce adoption. Indeed, TAM is still influencing technology acceptance research, but social 
commerce has its own constructs which are examined in this study.  
Work on e-commerce adoption should shift to include social commerce adoption. It is important to consider new platforms in 
e-commerce following the introduction of Web 2.0. This study provides a model with whichto understand s-commerce and 
the behaviour of consumers in cyberspace. 
Limitations and future research  
SCAM constructs need more work and some influential aspects, like social presence, may need to be part of this model. We 
believe social presence may influence perceived usefulness and trust. This can be a new construct and might be a future 
research direction. 
There may be many other issues affecting s-commerce adoption such as social presence, user experience, the perceived ease 
of use, social shopping, social marketing and social advertising. These constructs can be added to SCAM and may be 
important for social commerce. However, the focus of this survey was on some crucial aspects in social commerce. Hence, as 
this research offers high reliability and good validity forthe proposed model, it could provide a useful tool for academics and 
practitioners. 
In regard to trust as a main construct in theproposed model, it is important to mention that there are many issues around 
consumer trust (Geffen and Straub, 2004). For example, we must consider the issue of how the vendor is to trust consumer 
transactions. The advent of e-commerce has created an opportunity for developing new forms of deception (Grazioli and 
Jarvenpaa, 2001, 2003).  
CONCLUSION 
The future of e-commerce is social commerce. Web 2.0 has increased communication between consumers with new channels 
such as blogs, social networks, social media and communities. It has also created new channels for firms to get in touch with 
customers. This will lead businesses to have better CRM and strengthen their relationship with customers (Wu, Ye, Yang, & 
Wang, 2009). Communities are important and a new generation of online businesses based on communities is attracting 
consumers; therefore, it is important for businesses to have business models adapted to social commerce (Lorenzo, 
Constantinides, Geurts, & Gómez, 2007; Wu et al., 2009). This is supported by SCAM. SCAM supports the importance of 
trust and the influence of forums and communities. 
According to the results of this survey, the fundamental assumption of this research supports the idea that trust influences s-
commerce. The influence of trust is strong ontheconsumers’ intentions to buy. The data also demonstrates that trust is not 
only significantly affected by perceived usefulness, but also by forums and communities. Trust is an on-going issue in e-
commerce and now in social commerce. This concern is of rising importance among consumers as social commerce 
platforms like Facebook commerce expand (Grazioli and Jarvenpaa, 2000). The present research supports the role of trust and 
perceived usefulness in influencing consumer behaviour. The findings of this research contribute to a basic understanding of 
social commerce adoption and the ongoing debate on this phenomenon. 
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